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EXECUTIVE HIGHLIGHTS

Report Integration
o The telephone survey findings were supported with the following phases of the social
marketing study: literature review, expert interviews, and focus groups.
o Results from the survey were compared between those who always wear a seatbelt
in the backseat with those who most of the time, sometimes, or never wear a
seatbelt in the backseat.

Seatbelt Usage
o Seatbelt usage has been increasing nationally with 79% usage in 2003.
o The states with a primary seatbelt law averaged a usage rate of 83% while the states
with a secondary law averaged 75%.
o The “Click It or Ticket” campaign increased seatbelt usage in Hawaii from 83.5% in
January 2002 to 91.8% in May 2003.

Acceptance of Society

o There is nearly complete acceptance among Hawaii’s general population that drivers
and passengers should wear a seatbelt at all times.

o Less than three quarters of the population believe seatbelts offer adequate
protection during a collision.

o The general population’s perception underestimates seatbelt usage rates
considering the majority of Hawaii's drivers buckle up.

o The maijority of the drivers and passengers in Hawaii always wear a seatbelt, but
slightly more than half always wear a seatbelt in the backseat.

o A low percentage of Hawaii's residents correctly estimated the annual number of
fatalities that resulted from not wearing a seatbelt.

Overview of Seatbelt Usage

o The segment that wears a seatbelt in the backseat less often is also less likely to
always wear a seatbelt as a driver and a passenger.

o Almost every person that wears a seatbelt in the backseat also wears a seatbelt
while driving or in the front passenger seat.

o Some people believe it is safer in the backseat so they feel it is not necessary to
wear a seatbelt, and others do not wear a seatbelt in the back because it is not
mandatory.

Seatbelt Benefits

o A very small percentage of respondents do not wear a seatbelt because they believe
they will never get into an accident.

o The majority of the participants recognized that seatbelts save lives in a high speed
collision.

o About three quarters agreed that seatbelts offer adequate protection during a
collision.

o Some focus group respondents had mixed feelings about seatbelt protection
because there was always a possibility of getting trapped in a vehicle by their
seatbelt.

o More than a third of the respondents believed the misconception that airbags offer
protection when not wearing a seatbelt.
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Situational Usage of Seatbelts

O

O

The majority of the respondents always wore their seatbelts through residential
areas.

Those who wore a seatbelt less often as a backseat passenger were more likely to
agree that seatbelts were not necessary during short drives through residential areas
or when driving under 25 miles per hour.

Usage increased among drivers on highways as well as long distance drives.

Almost all of the respondents agreed that seatbelts should be worn on the highways
and freeways.

Seatbelt compliance is also high in rainy conditions.

Those who always wear a seatbelt in the backseat continue to wear their seatbelt, in
general, regardless of the time of day.

The respondents who wear seatbelts in the backseat less often tend to wear a
seatbelt, in general, more during daylight than non-daylight hours.

Influencing Seatbelt Usage

O

O

O

The majority of those who always wear a seatbelt in the backseat agreed that they
always insist on all passengers wearing a seatbelt in the car.

A little more than half of the respondents who wear seatbelts in the back less often
said they would encourage others to wear seatbelts.

The possibility of receiving a ticket has more influence on individuals who less often
wear a seatbelt in the backseat than those who always wear one in the back.

Three quarters of both seatbelt segments were familiar with the Click It or Ticket
program.

A higher percentage of those who wore seatbelts in the backseat less often thought
the Click It or Ticket program was effective when compared with the other seatbelt
segment.

Proposed Safety Measures

O

O

@)

Doubling seatbelt fines was reported to be most effective among those who did not
always wear a seatbelt in the backseat.

There was an equally high response between the two seatbelt segments with two
thirds in favor of a free seatbelt adjuster to make it more comfortable for the wearer.
Just over half of the respondents believed that a quick release on seatbelts that
allows the wearer to escape from a car would be effective in increasing seatbelt
usage.

Additional suggestions from focus groups were in favor of advertisements and driver
education.

Universal Seatbelt Law

@)

There was a favorable response with more than three quarters of the two seatbelt
segments supporting the law, which will require everyone in a vehicle to wear a
seatbelt.

The highest support was among those who always wear a seatbelt in the backseat.
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Seatbelt Usage Study

The Hawaii Department of Transportation contracted SMS to organize a social
marketing campaign to increase seatbelt usage. The objectives in the initial stages of
the project were to identify attitudes and behaviors toward seatbelts. The ultimate goal
of the study will be to develop influential messages and approaches that would
encourage drivers to wear seatbelts.

The study was implemented through a series of stages, which started with a literature
review and continued with expert interviews, focus groups, and a telephone survey. An
overview of each stage is as follows:

o Literature Review: Previous research studies and historic data were
organized to establish a background on seatbelt usage.

o Expert Interviews: Safety experts and public officials provided their in-depth
knowledge on issues concerning seatbelts.

e Focus Groups: Three focus groups were conducted to determine why
drivers and passengers do not always wear seatbelts. One session was with
full-time and part-time seatbelt users, another focus group consisted of
drivers who did not always wear seatbelts, and the remaining discussion was
with males and females under the age of 30.

e Telephone Survey: Three hundred and thirty six drivers of all age groups
were randomly sampled throughout Hawaii in order to assess their behaviors
and attitudes toward seatbelt usage.

Findings from each of the four phases have been integrated into this report.
Subsequently, a social marketing plan will be written and tested through an e-mail panel
with experts and the general public.

Telephone Survey Methodology and Sampling

The survey was conducted during October and November of 2003 with 336 random
households in the State of Hawaii. The sample for the survey was selected from a
stratified frame, which was random within strata. The procedure uses disproportionate
stratification for each island, and proportionate stratification for selecting telephone
number stems within each island. The sample size provided a margin of error of +/-
5.3% on responses.

In addition, the survey was fielded using a Computer Assisted Telephone Interviewing
system. This surveying method allows an interviewer to directly enter responses into a
computer file with the Survey System program. The questionnaire patterns were
automatically programmed, and the interviewer was able to view the questions and
answers of the survey through a computer screen. Responses collected in the data file
were aggregated and analyzed through SPSS v10.
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Overview of the Social Marketing Process

Social marketing is the planning and implementation of programs designed to bring
about social change using concepts from commercial marketing. This process will
ultimately reshape behavior over time with continuous reinforcement and a
multidirectional approach from various points of influence.

Important concepts that construct the foundation for the social marketing process are as
follows:

« The objective of marketing is to influence action.

e Action is undertaken whenever target audiences believe that the benefits they
receive will be greater than the costs they incur (costs are not restricted to
financial costs).

e Programs to influence action will be more effective if they are based on an
understanding of the target audience's own perceptions of the proposed
exchange.

o Target audiences are seldom uniform in their perceptions and/or likely responses
to marketing efforts and so should be partitioned into segments.

o Marketing efforts must incorporate all of the "4 Ps" of marketing:

o Create an enticing product (i.e., the package of benefits associated with
the desired action)

o Minimize the price the target audience believes it must pay or
compromise in the exchange

o Make the exchange and its opportunities available in places that reach
the audience and fit its lifestyles

o Promote the exchange opportunity with creativity and through channels
and tactics that maximize desired responses

« Recommended behaviors always have competition, which must be understood
and addressed. In this case, the competition would be current behaviors that
need to be reshaped. The benefits of current and recommended behaviors must
be weighed to assess the influence on the audience’s actions.

« The marketplace is constantly changing, so program effects must be regularly
monitored. In addition, management must be prepared to rapidly alter strategies
and tactics through time.
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Seatbelt Usage

Seatbelt use continues to increase nationally, and in 2003 usage reached 79%. The states with
primary safety belt laws averaged 83% belt usage while states with secondary laws averaged
75%. On the other hand, many countries, most notably Australia, UK, Germany, France, and
Canada, have significantly higher seatbelt usage rates than the United States.

The greatest increase in seatbelt use was observed when the seatbelt law took effect in
December 1985, jumping from 33% to 73%. In Hawaii, dramatic increases were observed
during the recent “Click It or Ticket” campaigns, with an increase in seatbelt usage from 83.5%
(January 2002) to 91.8% (May 2003), an all time high.

In 2002, deaths among vehicle occupants rose 2.2 percent to 33,988. Equally devastating, 59%
of passenger vehicle occupants killed in both 2001 and 2002 were not restrained. Moreover,
73% of the people who were in a fatal crash in 2001 and were restrained survived. Of those
who were not restrained, only 44% survived (NHTSA).

Acceptance of Society

The figure below illustrates the attitudes of seatbelt protection among the general population in
Hawaii. The set of three statements was presented in a separate survey that was implemented
concurrently with a targeted seatbelt survey, which will be used to present the primary findings
in this report. The statements in the graph below will be compared with the findings from the
seatbelt survey throughout the remainder of the report. The purpose of the general population
results is to assess the attitudes of a random sample in Hawaii’s general population.

Figure 1. Societal Beliefs Toward Seatbelt Usage

Drivers and passengers should wear a

[+)
seatbelt at all times 95%

Seatbelts offer adequate protection during a

.y 70%
collision

The majority of people in Hawaii wear a

0,
seatbelt 61%

0% 20% 40% 60% 80% 100%
|lGeneraI Population |

Margin of Error = +/- 4.2%

Percentages represent “Strongly Agree” and “Somewhat Agree” responses combined
Almost all of the general population (95%) agreed that drivers and passengers should wear a
seatbelt at all times. In this case, it does not necessarily mean that their attitudes reflect their
actual actions considering the focus groups and telephone survey demonstrated that seatbelt
usage is not nearly as high as the percentage of people who believe seatbelts should always be
worn. This is especially true for backseat seatbelt usage.

In Figure 1, almost three quarters (70%) of the respondents recognized that seatbelts offer
adequate protection during a collision. Later in the report, focus group responses will be
provided to detail the reasoning of the remaining 30% who think there are exceptions to seatbelt
protection.
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Although 95% of the general population believes seatbelts should be worn at all times, only 61%
of the respondents agreed that the majority of the people in Hawaii wear a seatbelt. Therefore,
the general population has an assumption the seatbelt usage is lower than the actual
percentage, a 91.8% usage rate among drivers. On the other hand, perceptions that 61% of the
people in Hawaii wear a seatbelt may also reflect their observations of backseat usage. More
detail about the backseat seatbelt compliance rate is provided in the following figure.

Figure 2 profiles the seatbelt usage rates for each seat in a vehicle. The findings are reported
from the targeted seatbelt usage survey. The results for those who always wear seatbelts in the
driver's seat (90%) are closely aligned with the actual percentage (91.8%) reported in May
2003. The responses also demonstrate that there is an equally large proportion of seatbelt
users in the front passenger seat (91%). Despite high usage in the front seats, only 54% of the
respondents always wear a seatbelt in the backseat, which is not required by Hawaii law.

Figure 2. Seatbelt Users Profiled

I
*Driver | 90%
**Front Passenger |91%
**Backseat | 54%
! !
0% 20% 40% 60% 80% 100%
mAlways Use Seatbelt

*Margin of Error = +/- 5.5%
**Margin of Error= +/- 5.4%

Figure 3 provides a closer look at the seatbelt usage rates for the backseat. The sample was
split between those who always (54%) wear a seatbelt with those who most of the time,
sometimes, or never (46%) wear a seatbelt in the backseat. The two segments of backseat
users will be presented throughout the report in order to compare attitudes and behaviors.
Subsequent graphs will categorize the groups as “Always” and “Less Often.” The division
provides a sample of 181 respondents who always wear a seatbelt in the backseat, which
corresponds to a +/- 7.3% margin of error. The other segment for backseat seatbelts consisted
of 155 respondents, which yields a +/- 7.9% margin of error.

Figure 3. Backseat Seatbelt Usage

Most of the
Time,
Always Sometimes,
54% Never

46%

Margin of Error = +/- 5.4%
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Figure 4. Estimated Percentage of People in Hawaii Who Do Not Wear a Seatbelt

Up to 10 %m 15%

11 to 20 %M#@%

21 to 30 %—1‘37%%
31 to 40 %_1‘1'%—' 17%

41 to 50 % 17%
51 to 70 %
71 to 90 %
91 to 100 % |
DK/ Refused 9%

0% 10% 20% 30% 40%

B Less Often MAlways

Margin of Error = +/- 5.4%

Figure 4 compares the estimations of people who do not wear seatbelts between the two
backseat user segments. The highest response between both groups estimated that 21 to 30%
of the population in Hawaii does not wear seatbelts. In the actual percentage range for
nonusers, up to 10%, only 15% of those who always wear a seatbelt in the backseat made the
correct estimation.

Figure 5. Estimated Number of Fatalities That Resulted From Not Wearing a Seatbelt

0,

Up to 10 19%
11 to ZOM'H%%

21 to 30 o 19%
31 to 40 B%o

0,
41 to 5°ﬂ 17%

o,
51 or more 24%0 141%
DK/ Refused 2 5%

0% 10% 20% 30% 40% 50%

B Less Often mAlways

Margin of Error = +/- 6.4%

The majority of those who always wear a seatbelt in the backseat (41%) estimated that 51 or
more individuals die in a traffic accident each year in Hawaii from not wearing a seatbelt. The
top two estimations among those who wear a seatbelt in the backseat less often were 51 or
more (24%) and up to 10 (19%). During 2002 in Hawaii, there were 27 known unrestrained
vehicle occupants who died in an accident. Therefore, a little less than 20% of the two seatbelt
user segments correctly estimated the number of fatalities that resulted from not wearing a
seatbelt.
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Transition to Change Behaviors: Transtheoretical Model'

People go through a process of changing their behavior. For each person, this change varies in
the amount of time and transformation process. Below is an overview of each of the five stages
in the Transtheoretical Model that can be applied to behavioral modifications.

o Precontemplative: Individuals in this stage have no intention of changing their behavior
in the near future. They are also unaware of the risk they are putting themselves at with
their current behavior. In addition, they deny the consequences of their risky behavior.

o Contemplative: People are aware that a problem exists and are seriously thinking
about overcoming it. The downside is that they have not yet made a commitment of
changing their behavior.

o Preparation/ Decision-Making: People intend to take action in the foreseeable future
and may have attempted to change their behavior in the past.

e Action: People begin modifying their behavior, experiences, or environment to
overcome their bad behavior. During this stage, their behavior change has been
relatively recent.

o Maintenance: People are working to prevent relapse and maintain behavior changes
over an extended time period.

Based on the general public’'s seatbelt usage behavior and societal beliefs toward seatbelt
protection, it appears Hawaii is in the Action Stage of the Model considering the recent increase
in seatbelt compliance with the “Click-it or Ticket” program. In addition, the majority (95%) of
the general public agreed that drivers and passengers should always wear a seatbelt. There is
also widespread recognition that seatbelts offer adequate protection during a collision. On the
other hand, only 60% of the population believes the majority of the people in Hawaii wear a
seatbelt. Other research shows that the actual percentage of seatbelt usage is high for the
driver’'s seat (91%) and front passenger seat (91%). The problem group may be the backseat
users with only 54% who always wear a seatbelt. This low percentage is the result of no laws
for backseat seatbelt usage for passengers over the age of 18. One of the top priorities in the
social marketing program will be to encourage more people in the front seats to wear a seatbelt,
but it may not be difficult considering the high compliance. Another key issue will be increasing
backseat seatbelt usage, although the law does not require it.

" NHTSA (2000)
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KEY FINDINGS
Overview of Seatbelt Usage

The two figures below revisit seatbelt usage in the front seats. The figures have been
presented differently by comparing those who always wear a seatbelt in the backseat with those
who do not. In Figure 6, those who always wear a seatbelt in the backseat represent 98% of
those who always wear a seatbelt as a driver. On the other hand, those who wear their seatbelt
less often in the back seat are less likely (82%) to wear a seatbelt while driving. Moreover,
every respondent in the survey who always wears a seatbelt in the backseat also always
(100%) wears a seatbelt as a front passenger. Again, seatbelt usage as a front passenger is
lower (82%) among those who wear a seatbelt in the backseat less often.

Figure 6. Backseat Seatbelt Users by Seatbelt Position

Lo

*| always wear my
seatbelt as a driver

*1 always wear my
seatbelt as a front

passenger 82%

0% 20% 40% 60% 80% 100%

B Less Often in Backseat OAlways in Backseat

*Margin of Error = +/- 5.6%
**Margin of Error= +/- 5.4%

The focus groups offered additional insight as to why drivers and passengers chose not to wear
a seatbelt in the following statements:

“Seatbelts affect yourself, and speeding affects other drivers.”
“In a sense, you're only hurting you if you’re not wearing it.”
“You don’t drive better or worse with it or without it on.”

“If 'm driving with my child, | always have my seatbelt on. She reminds me. If I'm
driving a couple of blocks, | don’t wear a seatbelt and with my child not in the car.”

‘I don’t wear it when my kids aren’t in the car. They complain if | do not, ‘If you don’t use
yours, then why do | have to use mine.”

“I only wear my seatbelt as a driver or passenger, not in the backseat. | don'’t feel as if
I’'m unsecured in the backseat. It goes with how when you were younger and your
parents would put you in the backseat to be safe.”

“Only when I'm in the front seat and not in the backseat.”

“If you do it in the front seat, there’s not that much difference doing it in the backseat as
well.”
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Figure 7. Backseat Seatbelt Usage by Age Groups

16 to 25 26 to 44 45 to 64 65 plus
Always Always Always Always
28% 62% 54% 55%
Less Often Less Often Less Often Less Often
72% 38% 46% 45%
Always Always Always Always
46,157 244,890 150,088 88,331
Less Often Less Often Less Often Less Often
118,691 150,094 127,852 72,270

Source: Hawaii DOT Public Affairs- Driver’s Licenses by Age Group

Figure 7 further breaks down the backseat seatbelt users by age groups and provides an
estimated projection of the actual size of the two segments. There are significantly more
individuals in the 16 to 25 year old age group (72%) than the other age groups who wear
seatbelts less often in the backseat. The estimated number of people in Hawaii that make up
this problem segment is 118,691. In addition, there are more passengers in the three oldest
age groups who always wear a seatbelt in the backseat than those who wear a seatbelt in the
back less often.

According to other research, age is a significant factor in belt use. Occupants aged 8-15 and
those 70 and over use belts more than those in 25-69 age range, while 16-24 year olds use
seatbelts less often (NOPUS 2002).

Seatbelt Benefits

Figure 8. Belief About Risk of Future Accidents

| will never get into 39,
an accident, so | do °
not need to wear a o
seatbelt. 3%
0% 1% 2% 3% 4% 5%

B Less Often EAlways

Margin of Error = +/- 5.4%

Percentages represent “Strongly Agree” and “Somewhat Agree” responses combined
A relatively small percentage of the two seatbelt user segments choose not to wear a seatbelt
with the belief that they will never get into an accident in the future. Only 3% of the two groups
agreed with the statement, which implied a sense of invincibility while on the roadways.
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Figure 9. Perceptions of Seatbelt Protection

Seatbelts save lives ina 85%
high speed collision. 859%

Seatbelts offer
adequate protection
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75%
70%

Airbags offer protection 40%
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Margin of Error = +/- 5.4%
Percentages represent “Strongly Agree” and “Somewhat Agree” responses combined

In Figure 9, three statements were provided to determine the perceptions of seatbelt protection.
An equal sized majority (85%) of the two segments recognized that seatbelts save lives in a
high-speed collision. A lower percentage of those who always (75%) and not as often (70%)
use a seatbelt in the backseat agreed that seatbelts offer adequate protection during a collision.
A couple of the focus group participants had mixed responses when asked about the protection
level of seatbelts:

“I think that seatbelts can go either way. Some people get killed because they are
trapped in seatbelts. | also think that if you're going to die, you’re going to die. It's just
my philosophy.”

“One of my friends doesn’t wear a seatbelt at all. His philosophy is, ‘Look, if you’re going
to get into an accident, it'’s all meant to be. There’s nothing that can help because some
people always wearing their seatbelt die anyway. They can get trapped inside, the car
catches on fire, and the rest is history. There’s been cases that people get ejected from
a car and survive, but if they were inside the vehicle, they wouldn’t have made it.”

‘I always had mixed feelings about wearing seatbelts. When | was younger, | knew
these two friends that got into an accident. The guy wasn’t wearing a seatbelt and
survived. The girl was wearing a seatbelt and hit her head and died.”

Less than half of the two segments believed airbags offer protection when not wearing a
seatbelt. It is important to note that safety belts should always be worn, even when riding in
vehicles equipped with airbags. Airbags are designed to work with safety belts and not alone.
Air bags, when not used with safety belts, have a fatality-reducing effectiveness rate of only 12
percent. Despite this fact, a few focus group participants were unsure about the protection level
of airbags when not used with seatbelts:

“Don’t you think sometimes that an airbag might protect you? | do.”

‘I don’t know, | think an airbag protects you more than a seatbelt.”
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“Both are just as effective, | think.”

“‘Both are the same, but the seatbelt works more because it stops you from going
forward.”

“The car | have doesn’t have airbags...| think seatbelts offer more protection than
airbags.”

“I'd say seatbelt because not all of the time the airbag deploys.”

Situational Usage of Seatbelts

Figure 10. Seatbelt Usage in Low Speed Zones and Residential Areas

I always wear a seatbelt when making | | | 86%
short trips through a residential °

. 78%
neighborhood.

Seatbelts are not necessary during short
drives through residential areas.

Seatbelts are not necessary when driving
under 25mph. 139

0% 25% 50% 75% 100%
H Less Often mAlways

Margin of Error = +/- 5.4%
Percentages represent “Strongly Agree” and “Somewhat Agree” responses combined

In Figure 10, a few scenarios related to driving at low speeds were presented to the
respondents. The majority of those who always (76%) and not as often (78%) wore seatbelts in
the backseat agreed that they always wear a seatbelt when making short trips through a
residential neighborhood. This percentage of seatbelt usage is lower in comparison to
responses presented earlier in the report for those who always wore a seatbelt, in general.
Moreover, those who wore seatbelts in the backseat less often (17%) agreed more with the
statement that seatbelts are not necessary during short drives through residential areas when
compared to the responses of those who always (14%) wore a seatbelt in the backseat. Similar
results were revealed when respondents were asked if seatbelts were necessary when driving
under 25 miles per hour. Again, more of those who did not always (13%) versus those who
always (6%) wore a seatbelt in the backseat agreed that it was not necessary. The following
focus group comments supported some of the rationale for those who were less likely to buckle
up at slow speeds:

“| feel that way sometimes, making a short drive between stores. | don’t think | have to
wear it.”

“Where | work at, | make a short drive on a main road, and | don’t wear my seatbelt. |
sometimes feel guilty.”

“If | drive to Safeway, more than likely | don’t wear my belt on short drives.”

“The only time | don’t do it is if | go a couple of blocks away. Sometimes | forget.”
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Figure 11a. Seatbelt Usage on Highways and During Long Distances
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Figure 11a determines whether or not seatbelt usage is high when drivers are on the highways
or during long distance drives. Nearly all (99%) of those who always wear a seatbelt in the
backseat also always wear a seatbelt while driving on the highways and freeways. An almost
equally high percentage (98%) of the same backseat segment always wears a seatbelt on long
distance drives.

Figure 11b. Seatbelt Usage on Highways and During Long Distances cont.
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In Figure 11b, the majority of those who always (97%) and less often (95%) wear seatbelts in
the backseat agreed that seatbelts should always be worn on the highways and freeways.
Despite the high agreement level among those who less often wear seatbelts in the backseat, a
lower proportion (87%) always wear a seatbelt while driving on highways and freeways (Figure
11a). One focus group participant described a situation while driving on the highway in the
following comment:

“| always head out without it on. Usually, when | hit the freeway, | start thinking, ‘Well, if |
get in a crash, I'd pretty much need a seatbelt.” Then | put it on...I don’t know the reason
why | don’t put it on. | think it's the fit. | don’t really know the true reason. It's not until
I’'m doing 60 that the thought that | might get into an accident, | put it on.”
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Figure 12. Seatbelt Usage During Rainy Conditions
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Almost all (99%) of the individuals who always wear a seatbelt in the backseat also always wear
a seatbelt during rainy conditions, and 89% of those who wear a seatbelt in the backseat less

often buckle up when it rains.

Figure 13. Seatbelt Usage Throughout the Day
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Figure 13 demonstrates there is almost complete compliance during non-daylight (99%) and
daylight (99%) hours with seatbelt usage among those who always wear a seatbelt in the
backseat. In addition, those who wear a seatbelt in the backseat less often are more likely to

wear a seatbelt during the night (89%) than they are during the day (86%).
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Influencing Seatbelt Usage

Figure 14a. Encouraging Seatbelt Usage
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Figure 14b. Encouraging Seatbelt Usage cont.
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Those who always wear a seatbelt in the backseat (92%) are more likely than those who do not
(56%) to insist that all passengers wear seatbelts in their car. Moreover, their attitudes toward
seatbelt usage are higher than their actions of encouragement (Figure 14b). Nearly all of the
respondents believed that drivers and passengers should always wear seatbelts. The focus
group participants also provided their stand on seatbelt encouragement in the following
comments:

‘I won’t let my husband drive if he doesn’t have his seatbelt on.”

‘I gave a little old lady a ride this afternoon. Halfway to her house, | realized she wasn’t
wearing a seatbelt, and | got nervous. | was almost to her house, so | didn’t bother
telling her to put it on.”

‘I don’t insist on people in the backseat to buckle up.”

‘I wouldn’t say it, it would be your responsibility to wear it.”

“I never checked a lot of times if the person in the backseat is buckled up or not.”
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Figure 15. Influence of Enforcement
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Citations had more influence on the habits of those who less often (79%) than those who always
(74%) wear a seatbelt in the backseat. Moreover, an equal amount (19%) of the two segments
agreed that they knew where most police officers monitor traffic.

Figure 16. Click It or Ticket Program
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Three quarters (75%) of both of the seatbelt user segments were familiar with the Click It or
Ticket program. A higher percentage of the individuals who wore seatbelts less often (72%)

than t